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As a kind of intangible assets, brand is the precious resources of enterprises. In 
China, the telecom operators are used to marketing through the enterprise brand and 
the technology brand. But because of the technology homogenization and increasingly 
fierce price war, the brand image weakens and the brand resources flow away and a 
lot of resources are wasted such as persons, finance, things and so on. To the telecom 
operators, it becomes the core question in the brand construction and value evaluation 
how to make the brand bring benefit for the enterprises. 
To telecom operators, brand is the signal different from other marketing projects 
in internal effect and external result of technology, function, service, price, vision and 
so forth. Brand embodies the invisible assets of the goods. Brand is aimed at specific 
segment market. When the enterprise confronts the customer groups that have the 
same consumption value orientation, brand can flexibly and targeted make up and 
optimized adjust the business varieties, charge price and customer service basing on 
the project’s design and implementation. Depending on brand-effective marketing 
carrier, telecom enterprises discriminate homogenized business, realize the efficient 
integration of the enterprise’s resources, walk out of the price vortex, and get rid of 
the “prisoner’s dilemma” the homogenized competition brings about.  
This paper will start from the conception and achievement of the brand 
connotation and the theory research of brand value at home and abroad. It summarizes 
the brand operation of various telecom enterprises. The article analyzes and 
researches the location design and presence value of some main project brands. It 
aims to establish gradually a set of estimation target system that is suitable for the 
telecom operator’s project brand, in order to analyze the key factors that influence the 
brand’s construction and value of telecom enterprises and the factors’ importance to 
telecom enterprises in current innovation transformation and development in future . 
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亿户，其中固定电话用户和移动电话用户分别达到 2.65 亿户和 12.40 亿户，固


















20 世纪 80 年代以来，西方营销界将品牌价值研究推向高峰。起初，品牌
                                                        































































































第二章  品牌价值的有关理论 
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